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DEAR READER,
Digitisation has long since entered the workplace and, fur-
thermore, digital networking has even found its way inside 
our homes. In the future, however, this digital influence will 
not only increasingly influence our way of working and our 
private behaviour, it will also lead to a digital revolution in 
the economy and thus also in small and medium-sized en-
terprises (SMEs). Many SMEs have already taken their first 
steps towards the digital transformation, however in some 
cases a structured roadmap towards Economy 4.0 is still 
lacking. One thing is clear: if you want to remain compet-
itive, you must embrace this trend, because digitisation is 
the driver that will radically change almost all industries  
in the coming years. 

How ready are the SMEs in Schleswig-Holstein for the 
requirements of digitisation? What are the opportunities, 
what are the risks? To what extent will the changes affect 
the companies themselves, and also their employees?  
And to whom can they turn to find support? 

Schleswig-Holstein offers convincing answers to these 
questions and is working hard to strengthen its SMEs. Both 
established SMEs and start-ups that want to conquer the 
market with new (often digital) business models are being 
provided with a strong tailwind and a fertile environment 
in which to implement their ideas. 

So what do SMEs and start-ups need in addition to profes-
sional support in order to realise innovative ideas, remain 
competitive and develop the business models of the 
future? A lot of freedom. And that’s precisely what we have 
to offer — Schleswig-Holstein offers plentiful “breathing 
space” for the development of new ideas. The excellent 
quality of life in Germany’s True North actually contributes 
to the success of our economy by making Schleswig-Hol-
stein an attractive area in which young people want to 
work and live. 

Many residents of Germany’s True North have one thing 
in common — they combine exciting career opportunities 
in innovative SMEs with an extremely high quality of life, 
and are thus optimally prepared to successfully tackle new 
challenges, such as digitisation.

I hope you enjoy reading Businessland 2018.

Warm regards

Dr. Bernd Bösche

Dr. Bernd Bösche,  
Managing Director of Business Development  
and Technology Transfer Corporation of 
Schleswig-Holstein GmbH (WTSH)
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Dr. Bernd Buchholz: “Digitisation is a true cross-sectoral issue. Consultations are therefore taking place in our specially 
formed ‘digitisation cabinet’ in order to look at all aspects together.”

AS AN OPPORTUNITY FOR SCHLESWIG-HOLSTEIN 

“Businessland”: The state government of Schleswig- 
Holstein has put digitisation very high on its agenda.  
Why is this? 

Buchholz: Digitisation is already in full swing. It has an 
impact on the production processes in our companies, on 
new business models and services, on the entire working 
world, and also on our use of media and leisure activities. 
It is therefore changing all areas of life. 

We must and want to react to this — and not, as it were, 
after the horse has bolted. We need to act now, for the 
future.

supplying every single household in the sparsely populat-
ed rural areas, and, interestingly, also the issue of installing 
high-performance fibre-optic technology in metropolitan 
areas. In the latter case, because the transmission rates are 
already quite good, it isn’t clear to everyone why we need 
to invest in the far-more-capable fibre-optic infrastructure. 
However, the trend of recent years alone shows that, in 
the future, our networks will need to absorb much larger 
quantities of data. We need to prepare for this — and we 
need to start today.

“Businessland”: What does increasing digitisation mean 
for the world of work?

Buchholz: Digitisation is not only changing production and 
logistics processes in companies, goods traffic through the 
Internet of Things and mobility via autonomous driving. 
It is also changing working life — how we communicate 
with each other, how we acquire information, whether we 
can work from home or go to the office every day. This 
presents many opportunities — for example, new ways to 
enhance the compatibility of family and career by working 
from home.

And, of course, digitisation is also changing the profes-
sions themselves — in the future we will need a lot more IT 
specialists than ever before. However, in many other pro-
fessions, the demands placed on employees in terms of 
handling software and data processing are also increasing. 
We will need to respond to this — both in terms of voca-
tional training and in further education, which are in turn 
changing due to an increased emphasis on e-learning.

“Businessland”: As technology minister, what are your own 
needs here?

Buchholz: I have a great affinity with digitisation, I value 
fast communications via digital channels. For this reason 
I’m also very pleased that the Ministry of Economy is cur-
rently switching over to electronic filing. (bp) // 

“Businessland”: Do you primarily see opportunities or  
risks here?

Buchholz: Opportunities, definitely. Of course, there are 
also major challenges, such as the widespread expansion 
of digital infrastructure into the farthest corners of our 
region, which we want to achieve faster than previously 
planned, as well as the topic of IT security. We still have a 
lot to do here. And we have to be honest about this — of 
course, some jobs will be lost as a result of digitisation. 
But new jobs will also be created, new business fields, new 
companies.

Particularly for a non-city state like Schleswig-Holstein, 
which is characterised by a high quality of life, digitisation 
offers good opportunities to try out new ways of working —  
flexible, location-independent and digitally networked. 
For start-ups, digitisation represents a great opportunity 
to launch good ideas for new applications or services on 
the market. Digitisation enables agriculture to make its 
production more efficient; the energy market of the future 
will digitally connect consumption and production via 
“smart meters”. In the health industry, there are many digi-
tal applications in follow-up care, preventive medicine and 
diagnostics. And these are just a few examples. Digitisation 
harbours even greater potential.

“Businessland”: What is our region doing to promote 
digitisation?

Buchholz: We’re working on many key issues simultane-
ously, because digitisation is a true cross-sectoral issue. For 
this reason, consultations are taking place in our specially 
formed “digitisation cabinet” in order to look at all the 
aspects holistically. 

The state’s Ministry of Economy and Transport is responsi-
ble for the infrastructure. We’re continuing our broadband 
expansion, albeit faster than previously planned. We’re 
aiming to complete the state-wide roll-out of fibre-optic 
technology by 2025. In order for this to succeed, we’re 
supporting the companies involved in the network 
expansion by providing advice and expertise; we’re also 
investing more state funds, namely an additional 50 million 
euros. In addition, we’re strengthening our broadband 
competence centre, and we want to ensure that every pub-
lic building with an internet connection provides free WiFi 
access to the public. For example, in the area of public 
transport we’re using the tendering system to provide free 
WiFi on local trains. 

For mobile applications, fast internet must be reliably 
available on the move — this is especially important for us 
as a tourist destination. Fifth-generation mobile commu-
nications, i.e. the 5G standard, are therefore key factors. 
Schleswig-Holstein could — and in my opinion, should — be 
taking the lead here.

“Businessland”: What is the current status of broadband 
expansion in Schleswig-Holstein? What are the major 
challenges?

Buchholz: In terms of the number of users with a connec-
tion speed of at least 100 Mbit/s, Schleswig-Holstein ranks 
first among the German non-city states with 73 per cent, 
which is well above the national average of 64.9 per cent. 
That’s certainly impressive when compared nationally, 
however internationally it’s not so great. Therefore, we 
want to improve even more. The biggest challenges are 

Dr. Bernd Buchholz, Minister of Economic 
Affairs, Transport, Employment, Technology 
and Tourism for Schleswig- 
Holstein, talks to “Businessland”

DIGITISATION

“Businessland” 
interview
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cups to send in the next shipment. There is also no need  
to scour long delivery notes when trying to figure out who 
is responsible for any broken or missing cups, because the 
software automatically notifies the company if any cups 
have not yet been returned. A message simply pops up: 
“You should contact these customers and ask where the 
cups are.”

“I’m a lateral thinker,” says Andresen. “Each working  
process at Cup & More must take no longer than five  
minutes.” The rationale here is that every other employee 
can immediately continue where a colleague has left off. 
All of this is only possible thanks to his intelligent software 
which was specially tailored to his company’s needs by 
a Lübeck-based software firm — a process that required 
significant financial outlay.

RECEIVE A QUOTE IN FIVE MINUTES ON YOUR 
SMARTPHONE 
When visiting a potential customer, Michael Andresen can 
create a quote in just a few minutes via an app, thereby 
making a process that takes many companies at least a few 
days virtually instantaneous. The app knows exactly when 
and how many cups are available, and also how much the 
whole order will ultimately cost the customer. The compa-
ny’s motto is “Mobile first” and its software has become its 
most important employee — everything is stored digitally; 
paper records simply do not exist. “Employees who use 
hand-written notes are committing a breach of trust,” says 
Andresen. Why? Because this information will not be avail-
able to their colleagues. 

The steam engine, the assembly line and the use of com-
puters were milestones that profoundly changed labour 
and production processes — and the fourth industrial revo-
lution has long been in full swing. We refer to “Industry 4.0” 
whenever machines, products, service providers, suppliers 
and customers communicate with each other through 
intelligent, digitally networked systems in all phases of 
the value chain, independent of the time and place. For a 
long time now, the digital transformation has also found its 
way into industries dominated by SMEs. However, in many 
cases a strategic roadmap towards the digital future is still 
lacking.

How can SMEs take advantage of the opportunities offered 
by digitisation? Decision-makers from all industries are cur-
rently searching for solutions and wondering whether their 
existing business models are sustainable. What specifically 
needs to be done to make positive use of this develop-
ment? While some of the key concepts are now omni-
present — such as more efficient production through the 
networking of large amounts of data, a target-group-ori-
ented customer approach, agile working, lean processes 
and new distribution channels — they remain out of reach 
for some larger companies. All this offers great opportu-
nities for SMEs and ensures one thing above all — greater 
competitiveness. It is clear that the requirements of small 
and medium-sized enterprises are different from those of 
large-scale industry. However, the opportunities for SMEs 
are as diverse and individual as the companies themselves, 
as shown by two examples from Schleswig-Holstein.

The company Cup&More from Bad Segeberg has sim-
plified its processes by means of tailor-made software, 
while Mankenberg GmbH from Lübeck has significantly 
improved its service via digital solutions. Both have de-
veloped the right digital solutions for their business — and 
have moved a lot closer to their customers as a result. 

CUP&MORE: INTELLIGENT SOFTWARE FOR  
RETURNABLE CUPS
Michael Andresen, founder of the company Cup&More, 
has focused on streamlined, digital solutions since day 
one. His company is now the market leader thanks to his 
smart idea for returnable cup logistics. Since 2006, he 
has hired out plastic beakers and cups for major events 
such as the Wacken Open Air, football matches and the 
Dresden Christmas market. Andresen even takes care of 
cleaning the cups. Barcodes make it possible to precisely 
identify each crate of his cups — simply by scanning it is 
immediately clear where each crate comes from and to 
where it should be sent. This means complicated Excel 
spreadsheets are no longer needed to work out how many 

“Homo Digitalis” Michael Andresen,  
managing director of Cup&More, 
based in Bad Segeberg

THE DIGITAL AGE IS

NOW
Our entire society is undergoing a digital transformation —  
and with it our economy. The SMEs in Schleswig-Holstein are also  
exploring digitisation — in the context of Industry 4.0.
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MANKENBERG: IMPROVED SERVICE VIA  
DIGITAL SOLUTIONS
Pressure-control valves, bleeder valves and float valves — at 
first glance, the product range of the company Mank-
enberg in Lübeck seems anything but digital. However, 
managing director Axel Weidner recognised the digital 
potential of his products and found a suitable way to lead 
his company into the digital world. The global market 
leader’s idea was to provide each valve it produces with 
a QR code. Once the product arrives at the customer, the 
latter can easily scan the code and immediately obtain all 
the necessary technical data and installation information. 
In addition, thanks to the code, the valves are connected 
to a tracking system, making it easy to determine which 
product was delivered where. “For customer service, this 
principle is a great asset and enormously important,” says 
Weidner. Customer support is available digitally in a mat-
ter of seconds — at any time of the day and without long 
waiting times. 

The company also wants to make greater use of social 
media channels such as Xing or LinkedIn in the future. 
Maintaining contacts in countries like China, South Korea 
or the US would require the use of such portals, which 
are also a means to acquire new customers. The Lübeck-
based company has been using the WhatsApp messenger 
service for over a year. “This has been received positively 
by our customers,” says Weidner. Mankenberg also has 
its own YouTube channel, which includes video tutorials 
for the assembly of its maintenance kit for venting and 
bleeder valves. 

THE BIGGEST CHALLENGE IS THE EMPLOYEES
Despite the many opportunities presented by a compa-
ny’s digitisation, the decisive factor remains the same for 
all enterprises — the employees. This long-established 
company employs nearly 200 people, many of whom have 
worked there for over 30 years. According to Weidner, the 
managers will need to exemplify the corporate changes 

Axel Weidner, managing director of  
Mankenberg GmbH based in Lübeck,  
relies on digital customer service

and gradually take the employees along with them. At 
the same time, he says, not everyone will be enthusiastic 
about the changes at first. He explains that he is under no 
illusions and that people are already reacting in different 
ways. Therefore, the changes need to take place in small 
steps and the employees must be involved in the process. 
An external change manager should help Mankenberg 
to provide the necessary incentives and support its staff 
during the transition. A key success factor here will be 
developing the employees’ skillsets in the context of In-
dustry 4.0 — this is the only way to close the gap between 
large-scale industry and SMEs, and also between high and 
low-skilled workers.

UPGRADES FOR COMPANIES WITH REGARD  
TO INDUSTRY 4.0 
The digital transformation is much more than simply a 
means to increase efficiency. It is changing all business 
processes — from administration through to production 
and downstream customer support. In particular, the cus-
tomers are a decisive factor — thanks to new technologies, 
communication with them is being expanded, and the 
customers themselves are being integrated into the value 
chain. In turn, this is giving rise to new, customer-centric 
business models, which ultimately is the only way to meet 
their expectations of greater speed, flexibility and trans-
parency as well as lower prices. Data flow, data exchange 
and data usage are the cornerstones of these new busi-
ness and production processes. 

However, the digital transformation is not simply about 
implementing or automating new systems for all process-
es. The strategic dimension is equally important, as is the 
willingness to deal with this topic and implement it sustain-
ably and consistently within one’s own company.

Improved customer service:  
Mankenberg plans to add QR 
codes to its valves. This will give 
customers immediate access to 
product information.

A DIGITAL POLITICAL AGENDA 
The state government has stated that the digital transfor-
mation is one of its most important fields of political action. 
Its goal is clearly formulated in the coalition agreement: 
“We want to make Schleswig-Holstein a digital flagship re-
gion.” The state intends to strengthen the digital economy 
via increased support for SMEs, the promotion of start-ups 
and the expansion of training opportunities. Economics 
Minister Bernd Buchholz spells out the prerequisite clearly: 
“We need a powerful digital infrastructure.”

BROADBAND SERVICES —  
FAST INTERNET BY 2025
Improving broadband coverage is high on the agenda at 
the Schleswig-Holstein Ministry of Economic Affairs, Trans-
port, Employment, Technology and Tourism. “Our goal 
is to achieve a roll-out of fibre-optic cables into virtually 
all buildings and households state-wide by 2025. Only in 
this way can we ensure the competitiveness of the SMEs 
within our state,” explains Buchholz. For this reason, an 
additional 50 million euros would be made available for 
state subsidies. The state wants to further accelerate the 

SPECIALIST SUPPORT
Some companies assist others with their “digitisation 
upgrade” and specialise in specific sectors, such as 
the Kiel-based firm wobe-team GmbH: 

Newspaper printers and publishers also need to 
reposition themselves digitally. The software manu-
facturer wobe-team, based in Kiel, provides assis-
tance here. The company’s core competencies in-
clude digital image processing, process automation, 
system integration and application development. Its 
customers include Kieler Nachrichten as well as many 
other publishers and printing companies worldwide. 
wobe-team.com

A DIGITISATION COMPANION
IT service provider JessenLenz from Lübeck knows 
exactly what companies need for their “upgrade” to 
Industry 4.0:
 
JessenLenz has been active in the IT field since 1978. 
As well as providing process and IT consulting and 
developing innovative IT solutions, it also offers pro-
fessional support for the development of digitisation 
projects. 

The client’s development process is thereby docu-
mented and checked, and the company as a whole is 
made ready for the digital future. 
jessenlenz.eu

Despite the enormous potential of digitisation, the reluctance of many SMEs to embrace it is palpable. Were small and 
medium-sized companies to make greater use of the opportunities offered by digitisation and initiate the corresponding 
projects in their companies, the consulting firm McKinsey estimates that economic growth in Germany could increase by 
0.3 per cent annually by 2025 (based on a study from 2017). A major problem faced by small and medium-sized enter-
prises remains the shortage of skilled workers — SMEs find it particularly difficult to attract digitisation experts for new 
projects to their locations. 

network expansion by developing the Schleswig-Holstein 
broadband competence centre, ensuring closer collabo-
ration with the providers via a network expansion alliance, 
creating a communication campaign as well as providing 
low-interest loans.
 
Currently, 32 per cent of households in Schleswig-Holstein 
have the option of connecting to fibre optic networks. In 
a nationwide comparison, the North is in the lead. In ad-
dition to some cities, the fibre-optic offensive is currently 
primarily taking place in rural areas: “In Schleswig-Holstein, 
we must provide attractive living and working locations. To 
do so, we need fast internet, especially in rural areas,” says 
Richard Krause, head of the Schleswig-Holstein broadband 
competence centre (BKZSH).

HIGHER ECONOMIC GROWTH POTENTIAL

EUR 50 million in 
state subsidies

D I G I T I S AT I O N  —  A N  O P P O R T U N I T Y  F O R  S M E S D I G I T I S AT I O N  —  A N  O P P O R T U N I T Y  F O R  S M E S

B U S I N E S S L A N D  2 0 1 8



1312

The networking of business, science and politics, and 
the development of innovation potential — these are the 
goals of the Schleswig-Holstein cluster policy. The active 
companies and institutions within the clusters are mutually 
strengthening their ability to compete and innovate. 

One of the six clusters is the digital economy Schleswig- 
Holstein (DiWiSH). Digitisation and Industry 4.0 are 
inconceivable without state-of-the-art information and 
communications technology. For this reason, information 
and communications technology, and also the media and 
design industry, are being strengthened and promoted by 
the DiWiSH cluster management. Around 200 companies 
are active within this cluster. 

“Software development and design are important innova-
tion drivers in virtually every industry,” says Tim Schlotfeld, 
project manager for the DiWiSH cluster management. 
Particular emphasis is therefore being placed on software 
development. “We want to network Schleswig-Holstein’s 
economy with the IT and design expertise that is present 
in the DiWiSH cluster, and thereby serve as a catalyst for a 
large number of new products and services.”

The DiWiSH cluster management meshes design and 
software skills, pools the computer science expertise of the 
universities of Kiel and Lübeck and promotes the transfer 
of knowledge and technology to the economy.

Cluster initiatives in Schleswig-Holstein: cluster-sh.de 

DiWiSH — PIONEERING INFORMATION AND  
COMMUNICATIONS TECHNOLOGY 

DIGITAL SCHLESWIG-HOLSTEIN 
Events such as “Kiel digital week” demonstrate how the 
state is becoming a digital showcase region. In September 
2017, the whole city set out to embrace digitisation for the 
first time. For a whole week, numerous events were held 
on topics such as smart cities or online retailing, and there 
was even a “healthcare hackathon”. The second Kiel digital 
week will take place from 8 to 15 September 2018.  
digitalewochekiel.de

Autonomous buses could soon be operating in rural  
areas — without fixed timetables or routes and controlled 
purely digitally via passenger demand. 

In Nordfriesland, in the north of Schleswig-Holstein, a 
model region is being created for this purpose. A team  
of scientists from Kiel University (CAU) is researching 
this new type of digital mobility for public transport. The 
innovative mobility project, in which the “autonomous 
electric driving in rural areas” network is being developed 
by scientists and Schleswig-Holstein-based enterprises, is 
being financed by the German Federal Ministry of Trans-
port and Digital Infrastructure (BMVI) via a two-million-euro 
subsidy for an initial sub-project (NAF-Bus.de). The use of 
autonomous buses in rural areas throughout Germany is 
thus being funded by the German Federal Government  
for the first time. 
autonomesfahren-sh.net 

And what does the future of industrial production look 
like? In the digital factory, intelligent and networked 
machines produce exactly what the customer wants — fast, 
tailor-made and predominantly via automated processes. 
Naturally, these systems can also arrange shipping of the 
desired products. All of this is being implemented in a dig-
ital factory constructed at the Institute for CIM Technology 
Transfer (CIMTT), which is part of Kiel University of Applied 
Sciences. Naturally, every single production step at the fac-
tory is mapped digitally. A wide range of research, learning 
and cross-departmental work is being carried out here. 
The knowledge gained from the digital factory should help 
SMEs in Schleswig-Holstein to become more digital and 
thus more competitive. 
cimtt-kiel.de/df

THE SME 4.0 INITIATIVE —  
WORKING TOGETHER TO DEVELOP  
NEW METHODS
MSEs in Schleswig-Holstein are also receiving support at 
the national level, for example via the German Federal 
Ministry of Economic Affairs and Energy’s “Mittelstand 4.0” 
funding initiative. The goal here is to strengthen German 
SMEs and make them ready for Industry 4.0 so that they 
are able to compete with large-scale industry.

One component of this funding initiative is the Agentur 
Kommunikation (communication agency), whose headquar-
ters in Schleswig-Holstein are located on the premises of 
the Business Development and Technology Transfer Cor-
poration of Schleswig-Holstein GmbH (WTSH). “The agency 
has set itself the task of bringing new communication 
methods to the SMEs via multipliers”, explains its director, 
Heinz Rohde. 

“If a large, progressive car manufacturer receives rubber 
hoses from a medium-sized company which does not keep 
up with the digitisation process, the large corporation will 
quickly find another supplier, perhaps even one outside 
Germany. “We want to avoid this at all costs.” 

For this reason, he wants to promote the field of modern 
communications as part of the initiative. Via workshops, 
lectures, seminars, info days and more besides, specialists 
and executives are being shown new ways to commu-
nicate the upcoming changes in a timely manner. From 
Open Space and BarCamp to World Café and the fishbowl 
method — the agency teaches the target groups about 
these agile approaches via practical training courses. 
According to Rohde, for all these methods one thing is 
crucial — collective learning instead of frontal teaching. 
“The participants must be able to help shape the new 
communication methods themselves instead of simply be-
ing spoon-fed. This is the only way to actually implement 
the new processes successfully,” he says. 

Nevertheless, explains Rohde, the digital transformation 
needs to begin in the minds of senior management. “Only 
if they allow digitisation can the employees get on board 
as well.” Simple steps make it easier to get started. The 
bosses need to ask themselves the following questions: 
Are my business processes still up to date? Do I need to 
communicate with my customers in a different way? Are 
my products in their current form still in demand today, 
and will they be wanted in the future? If this is not the case, 
solutions must be found. This is exactly where the initiative 
can provide support. Further information about the initia-
tive, competence centres and contacts is available at: 
kommunikation-mittelstand.digital

INNOVATION MANAGEMENT 
The WTSH has additional contacts available to assist with 
the implementation of innovative ideas. Its innovation con-
sultants and cluster managers visit the companies, provide 
ideas, discuss strategies, establish contacts and explain 
funding opportunities. This is not simply about bringing 
new digital products to the market, explains Birgit Binjung, 
head of innovation management at the WTSH. Rather, the 
goal is always to jointly create new digital approaches. 
“We help companies to set themselves on the right course 

ahead of time. In a nutshell, our goal is to increase confi-
dence in digital processes and thus achieve a willingness 
to change. This is the only way to ensure that companies in 
Schleswig-Holstein can keep up,” she says. 

For the consultants, it is important to understand the cur-
rent level of digitisation within each company. They there-
fore classify companies in three stages. At the first stage, 
companies are still thinking about how to digitise their 
processes — for example, via remote maintenance or the 
introduction of e-billing. Stage-two companies are those 
that want to make their products themselves more digital. 
The greatest challenge is found at stage three, i.e. creating 
a completely new business model through digitisation.

Grimur Fjeldsted is one of the nine WTSH innovation con-
sultants. The focus of his work is getting SMEs on course 
for Industry 4.0. “In particular, I provide support for the 
introduction of digital business models,” he explains. “It’s 
clear that, in the digital age, the customer is increasingly 
king and thus requires ever more attention. For this reason, 
companies should adapt their business models and inter-
nal structures to meet these new requirements. It is also 
important to complete the transition to digital products 
and services, and to drive the optimisation of processes 
and customer relationships. I help them with this.” 
https://wtsh.de/funding-consulting/?lang=en

The opportunities for SMEs to master the digital trans-
formation and to find individual solutions on the way to 
Industry 4.0 are as diverse as the businesses themselves. 
Support and subsidies are available via networks, from the 
state itself and from highly specialised business partners. 
Ultimately, the SMEs simply need to seize these opportuni-
ties. It is not a case of undergoing a one-time change, but 
rather of entering a constant state of change that is being 
continuously driven by technological progress. If you want 
to remain connected, you have to explore new digital ave-
nues. Learn something new. Be curious. 

The digital age is right now — the fourth industrial revolu-
tion is already well underway. (eli, lei, jaw) //

Networking business, 
science and politics

B U S I N E S S L A N D  2 0 1 8

D I G I T I S AT I O N  —  A N  O P P O R T U N I T Y  F O R  S M E S D I G I T I S AT I O N  —  A N  O P P O R T U N I T Y  F O R  S M E S 



In reality, however, Pohl-Boskamp is certainly a far cry from 
a stereotypical pharmaceutical company. The differences 
are even evident from the way its employees address one 
another — everyone here is on familiar terms, from the 
senior pharmacist and receptionist to the trainees and 
even the boss. The latter’s name is Marianne Boskamp. She 
is wearing a comfortable cardigan and explains: “We travel 
the world but are at home in the North. And it will stay that 
way.” Her great-grandfather took over the pharmaceutical 
manufacturer in 1890. After the Second World War, the 
business relocated — primarily out of necessity — to an old 
barracks building in Hohenlockstedt, which at the time 
did not even have a floor. In 1991, Marianne Boskamp took 
over the company from her father, and has since focused 
on achieving qualitative growth. 

Nevertheless, despite all the innovation and the constant 
expansion of the company, its family structures have been 
preserved. She places importance on a warm and friendly 
environment, flat hierarchies, short communication chan-
nels, and the appreciation of each individual. “We are very 
aware that our employees are the basis of our success,” 
she says. Which explains why Pohl-Boskamp offers its 
workforce more than 30 part-time work options, which are 
used by around a fifth of its staff. It also sheds light on why 
the employees’ children are invited to the firm’s own Pohl-
Boskamp summer camp every year. 

Rather than serving her visitors biscuits, Marianne 
Boskamp offers them a GeloRevoice cough sweet — just 
to try. The lozenge quickly alleviates voice problems and 
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If you move to Hohenlockstedt, you can be fairly certain 
that the local volunteer fire brigade will soon arrive on 
your doorstep, on the hunt for new recruits. The charac-
ter of this 6,000-inhabitant municipality in the heart of 
Schleswig-Holstein is predominantly rural. The primary 
landmark here is a hundred-year-old water tower. There 
are also a few shops, pubs and the usual amenities. And 
Pohl-Boskamp. With 600 employees, this family-owned 
pharmaceutical company produces 400 million capsules 

THINK GLOBALLY, 
ACT LOCALLY

Workforce
600 employees

Location
Hohenlockstedt

Company founded
1890

The pharmaceutical company Pohl-Boskamp has long been established as a global company. Of all places, its headquar-
ters are located in a municipality right in the heart of Schleswig-Holstein. As it turns out, this is an ideal situation — perhaps 
because this family business still retains some rural structures.

and tablets every year, and around a half of its drugs and 
medicines now end up abroad. The company’s biggest 
markets are in Asia, Oceania and America — it is thus a 
global company that is highly innovative when it comes  
to development and research. Its employees span 120  
occupational fields, from medicine traders to mechanical 
engineers and biochemists. Indeed, it seems somewhat 
out of place amid the idyllic surroundings of Hohen-
lockstedt. Or so one might think. 
 

is considered an insider tip among opera singers. The 
company’s main product, however, is GeloMyrtol forte, 
a herbal remedy for mucous clearance in the respiratory 
tract, which presumably everyone has kept in their medi-
cine cabinet at one time or another. 100,000 capsules of 
GeloMyrtol forte can be produced per hour in Hohenlock-
stedt. 

It goes without saying that the employees at Pohl-Boskamp 
not only care for one another, but also take pride in the 
products they develop. “It’s the immediate benefit to our 
customers, the sense of how our products affect them, that 
inspires many employees in their work,” says Dr. Thomas 
Höppner, a pharmacist and one of the company’s manag-
ing directors. The medicinal products from Hohenlock-
stedt help people worldwide, proving that globalisation 
can also be right at home in such a small municipality. 
“Local thinking doesn’t necessarily mean insular thinking,” 
says Höppner, highlighting the reason why Pohl-Boskamp 
has always remained loyal to its location. Kiel, Lübeck and 
Hamburg are also close by, ensuring easy access to their 
universities. Of course, many of the firm’s employees com-
mute, but those who choose to live locally benefit from 
cheaper house prices compared to the cities. 

Marianne Boskamp is currently having a boules pitch 
laid right in front of the main entrance to her company’s 
premises. When it’s finished, the staff will be able to play 
a few relaxing games there. The pitch is being built by 
the company’s in-house carpenter, who is also regularly 
tasked with making conference tables and other furniture 
for the offices. This is reminiscent of the early days, when 
carpenters created the interior design of the company’s 
first premises in Hohenlockstedt after the war, thereby 
helping to establish the company’s local roots. Even today, 
some of the old furniture from that period can be found in 
the company’s offices — just a few steps away from modern 
drug production lines.

In Hohenlockstedt, this juxtaposition of the local and the 
global — of tradition and innovation — seems to work rather 
well. (bs) //

In 1945, Arthur Boskamp moved the company head-
quarters to Hohenlockstedt. Today, the company’s 
modern production lines serve the global market.

“We travel the world but are  
at home in the North.”
CEO Marianne Boskamp, 
G. Pohl-Boskamp GmbH & Co. KG

pohl-boskamp.de

CEO Marianne Boskamp has managed 
the global company from the True 
North since 1991
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The best components, produced 
internally with optimum precision, 
make the two brothers’ basses 
objects of desire

The 120-year-old band saw owned by their father, Sieg-
fried, remains in the bass factory to this day. Reiner 
Dobbratz used it to build his first guitar — when he was 
just 15 years old — and this antique tool is still in use today. 
Besides traditional craftsmanship, the brothers rely on 
one thing above all: in-house production. Except for the 
strings, screws and strap pins, every part of their instru-
ments is manufactured internally: “We even make the little 
black rotary knobs for the volume and tone,” says Reiner 
Dobbratz. The brothers sell around 50 bass guitars each 
year. Soon, however, this number could increase dramat-
ically — Europe’s largest instrument dealer, Musikhaus 
Thomann, has just added Le Fay’s electric basses to its 
premium range. “Not everyone can achieve this. Only 
the crème de la crème of the bass industry can be found 
there,” they proudly explain. They recently experienced  
another victory — in 2017, the bass builders and their Pulse 
4 model won the German musical instrument prize awar-
ded by the German Federal Ministry of Economic Affairs 
and Energy. 

BASS GUITARS FOR AUSTRALIA AND CHINA 
Born and raised in Elmshorn, the brothers have always 
clearly recognised that Schleswig-Holstein is and remains 
their home. They could have relocated to Hamburg or 
even New York, where the music scene is much bigger. 
“We would have been able to earn more money there,” 
says Reiner Dobbratz confidently. Instead, they chose to 
stay in the True North, in their father’s old workshop, right 
next to their parents’ home. “We don’t want to leave this 
place. We simply belong here,” says Meik Dobbratz. Today, 
the siren call of the great music metropoles has long fallen 
silent. There is simply no need to open a shop in the US, 

because the brothers are already known worldwide via the 
internet. They even sell their made-in-Schleswig-Holstein 
electric basses as far afield as Australia and China. 

SOCIAL NETWORKS AS A MARKETING TOOL
In particular, social networks such as Facebook and You-
Tube have raised the profile of the North German electric 
basses. For the brothers, the internet has become indis-
pensable as a communication and marketing tool — for 
example, they routinely post photos and videos of their 
instruments on Facebook and have even built their own 
photo studio in the back room of their workshop. Using 
a self-developed device consisting of a bicycle wheel 
rim and an old sewing machine motor, they hang up the 
basses and present them to the world. On video plat-
forms, world-famous bassists such as the Russian Anton 
Davidyants demonstrate the sound of Le Fay basses. Even 
Herbert Grönemeyer’s bassist Norbert Hamm has already 
bought an instrument from the Dobbratz brothers. 

SELF-DEVELOPED MACHINE 
Marketing is far from the only thing the bass makers have 
digitised. Their pride and joy is the Exactica 2002 — a self-
made CNC milling machine that shapes the guitars’ wood-
en bodies. The various shapes of the specially developed 
bass models are scanned in high resolution beforehand. 
Reiner Dobbratz taught himself programming and built 
the machine exactly to his own specifications. Previously, 
they had had to laboriously produce templates. “It’s not 
about speed, it’s about precision,” he says. The machine 
increases the precision with which the electric basses from 
the True North are manufactured, making them even more 
popular on the music market. (jaw) //

THE BASS BUILDERS WHO 
RELY ON BOTH TRADITION 
AND SOCIAL MEDIA

16 17

Brothers Reiner (left) and Meik Dobbratz grew up around woodworking — as young boys they used to play 
among the workbenches. Today, they lovingly create electric basses by hand under their Le Fay label on the 
former site of their father’s carpentry business. Ultimately, neither brother felt inspired by furniture. As a result, 
since 1985 the workshop in Kiebitzreihe (Steinburg district) has been the birthplace of premium basses, which 
rank among the best on the market.

Workforce
2 employees

Location
Kiebitzreihe

Company founded
1985

“We don’t want to leave this place.
We simply belong here.”
Meik Dobbratz 
Le Fay Reiner und Meik Dobbratz GbR

lefay.de

P R E M I U M  B A S S E S  F R O M  G E R M A N Y ’ S  T R U E  N O R T H
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FROM THE IRRATIONAL TO INNOVATION
“As lifestyle products, spirits are subject to irrational 
trends,” says Rüdiger Behn. “Ten or fifteen years ago, I 
would have said that people would be drinking lower 
quantities of spirits as a result of the health trend. Instead, 
we are experiencing a renaissance and new distilleries 
are being set up all over the place.” Spirits must contain 
at least 15% alcohol by volume. Behn’s spirits are always 
something rather special — ever since the early days, the 
company has specialised in developing and marketing 
unique products. 
 
Nevertheless, the success of its innovative beverages, 
such as “Küstennebel” (coastal fog) and “Kleiner Feigling” 
(little coward), has often surprised their creators. “There 
have been far more flops than successes,” reveals Rüdiger 
Behn, “and sometimes we were simply ahead of our time.” 
As early as the 1960s, the company was exporting slightly 
alcoholic beverages to Scandinavia; these would later be-
come known as alcopops at the turn of the millennium. 

The company’s profits are invested by the family in a 
targeted manner, and for the most part the business can 
self-finance new warehouses and production facilities as 
well as acquisitions of strategically suitable companies. 
Today, the spirits from Eckernförde are sold in 90 countries 
and the beverage wholesale business supplies the area 
between the Danish border and Neumünster.

THE CHALLENGE OF DIGITAL SALES
“Today’s start-up scene, with its variety of creations and 
innovations, is making spirits more interesting in general,” 
says Waldemar Behn. However, as a dealer he also knows 
that, unlike on the internet, their entire product range 
cannot be crammed into the limited space available on 
supermarket shelves. “Online, customers can find out 
more about these products, which often require some 
explanation,” adds his brother. As a result, the online giant 
Amazon is providing growing competition for the four 
major German spirits wholesalers. 

As well as using other channels, Behn advertises its own 
brands via social media. “However, more media doesn’t 
mean more attention,” says Rüdiger Behn. “On the contra-
ry, it is becoming increasingly difficult to really reach our 
potential customers.” 

FAMILY BUSINESS AS A SUCCESS FACTOR
Keeping up with the times, but without being driven by 
them — Rüdiger Behn sees this as a decisive factor in the 
success of family businesses and thus the German econ-
omy. Over 90 per cent of German companies are family 
owned and, to a large extent, family-run. 
“We don’t have to issue quarterly dividend reports, 
instead we can really plan and make long-term deci-
sions,” says Behn as chairman of the family business in 
Schleswig-Holstein. This sentiment is felt by the company’s 
employees. Many of Behn’s 270 or so employees have 
been with the company for a long time. The brothers feel 
equally committed to them and to the next generation. 
And they know how difficult it was, at a young age, to do 
business and manage employees with their father — they 
therefore made their initial mistakes and achieved their 
first successes at other companies. Likewise, the next (fifth) 
generation of the Behn family should ideally wait until they 
are ready before leading this long-established company 
into the future. (br) //
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ON THE UP-AND-UP THANKS 
TO MODERN TRADITIONS

72 marks and 75 pfennigs, one wagon and two horses — this was the start-up capital for Waldemar Behn GmbH in 1892. 
Today, the company produces up to 98,000 bottles of spirits per hour in Eckernförde.
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Küstennebel remains the 
most famous German aniseed 
liqueur. Despite the high pro-
duction volumes, a “hands-on” 
approach is still needed.

The construction of the Kiel Canal and the last major 
cholera epidemic in Hamburg brought the Behn brewing 
family from Hamburg-Ottensen to Schleswig-Holstein. In 
1892, Waldemar J. W. Behn turned a branch of his father’s 
brewery in Gettdorf into his own business. He continued 
to grow his trade and began producing his first spirits. 

Today, Rüdiger Behn is responsible for production and 
international distribution at Waldemar Behn GmbH, while 
his brother Waldemar manages the beverage wholesaler 
Behn Getränke GmbH. They make the strategic decisions 
together.

“Keeping up with the times, but 
without being driven by them.”
Rüdiger (left) and Waldemar Behn, 
managing directors at 
Waldemar Behn GmbH

behn.de

Workforce
270 employees

Location
Eckernförde

Company founded 
1892

100 % 
True North
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used in the Scandinavian fjords. Thanks to their energy and 
financial backing from a bank, the “Seewind I” was convert-
ed to suit the purposes of North Frisian Offshore. “The ship 
now has capacity for up to 60 people. This has enabled us 
to occupy a crucial niche,” says Jannes Piepgras. 

Today, the two entrepreneurs already have two ferries of 
their own, which are used daily in the high season between 
March and October to take 60 to 100 technicians to their 
workplaces in the wind farm cluster off Heligoland and 
the coast of Lower Saxony. The company itself has now 
relocated from its home office on the island of Pellworm to 
two locations in Husum and Heligoland, and the team has 
grown to include 22 sailors and four office workers. “We 
deliberately chose Schleswig-Holstein, and especially Hu-
sum. Husum is known as the wind capital, which makes the 
town an absolutely authentic location for us. We also have 
good connections to Denmark and Büsum, from where 
the ferries depart for Heligoland,” explains Piepgras. Of 
course, work on the high seas also has its pitfalls. “We’ve 
mounted a large rubber bumper on the bow of each of 
our ships so we can push them against the platforms of 
the wind turbines to let the passengers disembark safely,” 
explains Dennis Ronnebeck. Especially in bad weather 
and heavy seas, this is precision work that requires a lot of 
experience. “We have to be careful to ensure we drop off 
and pick up the workers at the wind farms at exactly the 
right times. The workers should be able to do their jobs for 
as long as possible, without being in danger of course,” 
say the two men, before adding: “So far, we have always 
managed to bring all the technicians safely back to the 
mainland.”

But even if the trained captains are very satisfied with the 
development of their company, some worries still remain. 
Of particular concern is the competition from abroad. 
“Most of our competitors come from the UK, Denmark and 
the Netherlands,” says Jannes Piepgras. “They have an ad-
vantage in that they don’t have to pay income tax and can 
therefore offer the daily transports at a price that is around 
400 euros cheaper. Of course, this is a clear competitive 
disadvantage for us.”

The future of North Frisian Offshore therefore depends 
heavily on the wider political framework and future expan-
sion goals. “However, we definitely want to continue to 
expand and impress customers with our niche products 
and services in the future,” the two managing directors 
agree. (ah) //

Both men are genuine sea dogs — one hails from Hallig 
Hooge, the other from Pellworm. Jannes Piepgras and Den-
nis Ronnebeck have spent practically their entire working 
lives at sea, and in 2013 they started their own company: 
North Frisian Offshore. Since then, they have been using 
their boats daily to ferry technicians from Heligoland to 
their workplaces — the offshore wind farms in the North Sea. 

It all started on the island of Pellworm, which Dennis 
Ronnebeck calls home. Here, around the coffee table in his 
living room, the two men laid out the foundation for North 
Frisian Offshore. “We already knew the business and the 
processes through our own experience as captains in 
other shipping companies. “We therefore knew that if we 
wanted to start our own business, we would have to do 
it differently and, above all, better,” recalls Piepgras. One 
problem was that, at the time, the boats that sailed out 
to the offshore wind farms could transport a maximum of 
twelve technicians. This, they decided, was not enough. 
“So we went in search of a suitable ship that would allow 
more people to travel to the wind farms,” says Ronnebeck. 
In 2014, the two businessmen, aged 34 and 36, finally 
found what they were looking for in Norway. They bought 
a discarded passenger ferry, which had previously been 
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“We deliberately chose Schleswig-Holstein, 
and especially Husum.”
Jannes Piepgras,  
Managing Partner, 
North Frisian Offshore GmbH

nf-offshore.com

Workforce
28 employees

Location
Husum

Company founded
2013

PRECISION WORK

ON THE HIGH SEAS

Steering a successful course: 
Dennis Ronnebeck (left)  
and Jannes Piepgras

The “Seewind I”  
in her natural element
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2322 Managing director Marc Bronzel may be joking when he calls it a “hell machine”, however he is visibly proud of his proto-
type with its many cables, electrical components and hoses. The headquarters of the company Bronzel GmbH, which op-
erates throughout Germany, are located in Siek in south-east Schleswig-Holstein. Its prototype, an innovative drying device 
for use in the event of moisture damage to buildings, underwent an entire year of research and development work there. 
The finished device will be up to 70 per cent more energy efficient than similar products on the market today. For this  
ambitious project, Bronzel applied for innovation funding from the state’s business programme — and was successful.

The new project (working title: Vario II) goes far beyond 
the first version. The device, which is “intelligent” thanks 
to a sophisticated measurement and control concept, 
can adapt automatically to changing conditions. It should 
shorten the drying process by 15 per cent and set new 
standards in terms of energy efficiency, while also being 
quieter and weighing significantly less than its forerunner. 

There is still a long way to go before these goals can be 
achieved. The journey would have been virtually impossi-
ble for Bronzel without the subsidy of 182,000 euros. “We 
developed the first Vario on the side, so to speak,” explains 
Project Manager Uwe Scheuer. “This is no longer possible 
with this highly complex project.” First of all, he explains, 
the company needed to gain reliable knowledge about 
the basic physical conditions in the drying process, includ-
ing its many parameters. To obtain realistic measurements, 
a test stand with a climatic chamber was set up in a hall at 

INNOVATION FUNDING FOR

MARKET SUCCESS

“Our new development  
saves energy and cuts costs.”
Marc Bronzel, managing director, 
Bronzel GmbH

bronzel.de

Workforce
100 employees

Headquarters
Siek

Company founded
1976

Bronzel’s head office in Siek. Counter-pressure within the 
air flow, the relative and absolute humidity of the intake 
and exhaust air, differential humidity, temperatures, flow air 
velocity — ultimately, all of this will need to be analysed. 

Bronzel is not only developing the device for its own use.  
It plans to produce larger quantities at its home base and 
set up an international sales network. In the medium term, 
15 new jobs will be created, two of which are in the field  
of research and development. Components and assem-
blies will ideally be procured from regional suppliers.  
“We always like to work together with local companies. 
Here in the True North, we can rely on our partners and the 
quality of their products,” says Marc Bronzel. 

He has no doubt about the new product’s future success 
on the market — not least because some well-known in-
surance companies, which count among Bronzel’s regular 
clients in cases involving water damage and who have 
to bear the energy costs themselves, have shown strong 
interest all along. When awarding contracts, they intend to 
give preference to companies using this new technology. 
(sas) //

Marc Bronzel has a fairly good idea of what a drying device 
needs to be capable of when dealing with water damage. 
After all, his family business, which has well over 100 em-
ployees and more than 20 branches, has been specialising 
in precisely this kind of damage repair for 40 years. Diag-
nosis, drying and refurbishment constitute the company’s 
core business operations as a provider of trade services. 
The fact that it also carries out research and development 
— and soon also equipment construction — is due to the 
persistent dissatisfaction of the boss and his employees 
with the devices available on the market. “Those devices 
ran mostly with constant power and offered no control 
options,” explains Bronzel. “But that’s far from optimal in a 
highly complex and ever-changing drying process.” 

In 2012, the Schleswig-Holstein-based firm applied for 
a patent for a continuously variable drying device called 
Vario, which was granted in 2015. Patent granted

2015

The “hell machine”: 
the prototype of the innovative 
Vario II building drying  
device in test configuration

Managing director Marc Bronzel 
is confident about the market 
launch of Vario II

INNOVATION AND FOREIGN TRADE  
DEVELOPMENT

The Business Development and Technology 
Transfer Corporation of Schleswig-Holstein GmbH 
(WTSH) supports companies in the state with their 
inno vation projects via grants from the state  
economic programme for
•   internal research, development and innovation 

projects
•   the appointment of innovation assistants
•   the implementation of internal process and 

organisational innovations
•   activities related to research, innovation and 

technology transfer
•   projects related to changes in energy policy and 

environmental innovation 
Amount: up to max. 50 per cent of the costs
Grants: do not have to be paid back
Prerequisite: the creation of new jobs

Contact:
Dr. Ronny Marquardt
marquardt@wtsh.de · Tel: 0431 66666 842
wtsh.de/foerderberatung-der-wtsh

O P T I M A L  S T I M U L U S  V I A  I N N O VAT I O N  F U N D I N G
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3 Lindenhof 1887: 
SMALL IS BEAUTIFUL FOR  
CONNOISSEURS 
Sensory pleasures are the heart and 
soul of Lindenhof. This applies equal-
ly to the exclusive dishes prepared 
by chef Tjark-Peter Maaß and to the 
area’s diverse natural beauty. Colour-
ful meadows, flat marshes and the 
nearby Wadden Sea are ideal desti- 
nations for excursions. “Here, the 
boss cooks for his guests perso n-
ally — this guarantees high quality.” 
Tjark-Peter Maaß, owner, 25774 Lunden

Anyone who knows Schleswig-Holstein can tell you that, besides the coast 
and beaches, the True North’s inland areas are also well worth a visit. Take a 
quick look at the major tourism portals and you will see that the inland hotels 
of Schleswig-Holstein are highly popular with guests from near and far — as 
conference venues, weekend get-aways or simply as stop-overs. 

ON THE INLAND TOURIST TRAIL

28,000,000 overnight stays 
per year in Schleswig-Holstein

1

1 Berger’s Wild & Wunderbar: 
EXPERIENCE SOME AUTHENTIC 
NORTH FRISIAN WARMTH
Bikers, golfers, party people or those 
seeking relaxation — the Berger family 
treats all of its guests to some North 
Frisian warmth, modern furnished 
rooms and fresh seasonal cuisine. 
“We offer a totally North Frisian 
experience. And our guests love it.” 
Susanne Berger, owner,

25917 Enge-Sande

2

2 Klein Amsterdam: 
LIFE ON THE MARKET SQUARE
Completely renovated in 2016, the 
hotel offers its guests modern rooms 
and a great view of the market square 
in Friedrichstadt. It is thus the perfect 
starting point to discover Germa-
ny’s “Dutch city” with its canals and 
stepped gables. “We know all of our 
guests by name.” Michaela Friese, owner, 

25840 Friedrichstadt 

4 Ole Liese:  
RURAL IDYLL ON THE FARM
Thanks to its baroque mansion, small 
shops and horse stables, the guests 
at Ole Liese live like lords of bygone 
days. The cuisine here is also down-
right aristocratic — the hotel’s Miche-
lin-starred restaurant 1797 offers 4 and 
6-course meals. “A good concept, 
passion and a sustainable approach — 
that’s Ole Liese.” Oliver Domnick, owner, 

24321 Panker 

5

5 Leibers Galerie-Hotel: 
ART MEETS INDULGENCE
The Leibers Gallery Hotel teaches 
its guests the art of relaxing in an 
extremely pleasant way — with fine 
seasonal cuisine and diverse private 
art viewings, firmly embedded in 
the beautiful landscape of Holstein 
Switzerland. “Whether Kiel, Lübeck 
or Hamburg — our central location 
means they’re all easy to reach.”  
Wolfgang Leiber, owner, 24326 Dersau

6 Lübecker Krönchen: 
LIVE LIKE A KING
Formerly a palace, lovingly furnished 
rooms await guests at the Schlöss-
chen Bellevue. In addition to a highly 
personal touch, guests frequently 
praise the breakfast buffet with its rich 
selection and fresh ingredients. 
“Our guests are looking for a palatial 
feeling — and that’s precisely what we 
give them”. Annett Ganswindt, owner,  
23554 Lübeck

3

4

bergers-landgasthof.de
kleinamsterdam.net
lindenhof1887.de
ole-liese.de
leibers.de
luebecker-kroenchen.de

Whether you’re staying at the Hotel 
Lübecker Krönchen (6) or elsewhere — 
in the True North, our guests always  
get the royal treatment
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Change of  
company ownership
2017

Having reached his mid-fifties, Benedict Dunkelberg made 
a far-reaching decision in late 2015. After 30 years working 
as a managing director at home and abroad, he wanted to 
run his own company for the next ten to 15 years. During 
his professional career, he had witnessed a case where a 
70-year-old shareholder considered himself irreplaceable 
and refused to hand over the company on four separate 
occasions. 

THE SEARCH BEGINS
In early 2016, Dunkelberg began looking for a suitable 
manufacturing company. “This is familiar territory for me, 
where I can apply my experience and knowledge quickly,” 
he explains. He presented his search profile to the IHK 
Schleswig-Holstein and a consulting firm. Both organisa-
tions scoured their portfolios for suitable companies — and 
at no charge. Dunkelberg also advises contacting credit 
institutions in such cases. “They have in-depth knowledge 
of their customers and know if they are looking for an 
external successor.”

BUSINESS WITH GUT FEELING
Dunkelberg looked closely at around 15 different compa-
nies. “In Schleswig-Holstein there are some real hidden 
gems among the SMEs, fabulous companies that no one 
has heard of,” he says. “Why? Because in Schleswig-Hol-
stein we are too introverted when it comes to talking about 
what we do well.” He ultimately decided on the metal 
processing company STC Schwab. The Nortorf-based com-
pany has been a specialist in metal cutting and precision 
grinding since 1988 and has long been known beyond 
Germany’s borders — exports account for 25 per cent of its 
sales. From his very first meeting with the owner, Dunkel-
berg’s gut feeling told him that STC Schwab was a per-
fect match. Among other things, the production hall and 
premises at STC Schwab offer room for expansion, and the 
company is able to respond quickly to changing custom-
er requirements. Furthermore, both parties hit it off right 
away. Dunkelberg took over the business in early 2017.

THE SECRETS OF SUCCESS
“Such a rapid takeover is rare, but feasible,” says the new 
company owner. According to Dunkelberg, it also de-
pends on how well both sides prepare for the handover. 
His tip: “Clarify right from the start why one party wants to 
sell and why the other wants to buy. This way, nobody is 
left feeling that the other side has bad intentions.” 

However, obtaining professional external support from the 
start is indispensable. “This costs money, but it’s well spent. 
As the buyer, you tend to be euphoric and can sometimes 
ignore the facts,” explains Dunkelberg. A business consult-
ant provides a neutral assessment and takes the emotion 
out of the process. “No one can get around the facts,” says 
Dunkelberg. “The better the advice, the faster the hand-
over process.”

FINANCIAL TAILWIND
The financing is also an important pillar. In Schleswig-Hol-
stein, all funding and financing institutions cooperate 
closely with the credit institutes. “As a result, the financing 
process can be made extremely fast, lean and smart,” says 
Dunkelberg. “Their staff are really competent and want to 
make a difference.” It really helps, he explains, to make use 
of these contacts.

A BIG RESPONSIBILITY
When it comes to drawing up the contracts, Dunkelberg 
also recommends working with professionals from the 
outset. “If, like me, you buy a limited liability company 
outright, then you are buying everything — both the good 
and the bad. All the old contracts and inherited liabilities 
become the responsibility of the new owner. Many people 
aren’t aware of this.” 

A CLEAN BREAK
Regardless of whether they are family members or external 
appointments, Dunkelberg advises all successors to make 
a clean break from the previous regime: “If the senior part-
ner is still involved, the employees often don’t know who’s 
calling the shots.”

EXIT STRATEGY
At the time he bought the company, Dunkelberg was 
already thinking about his own successor. Over the next 
five to eight years, he will decide whether to appoint an 
internal or external successor. “This company deserves to 
continue to exist in the long term,” he says with conviction. 
(sk) //

schwab-t-c.de

A COMPANY OWNER DRIVEN BY PASSION
HOW BENEDICT DUNKELBERG PERCEIVES  

HIS OWN COMPANY

SUCCESSION IS A  
MATTER FOR THE BOSS
Many companies in Germany, and Schleswig-Holstein is no exception, will undergo a generational change  
in the near future. Here are two examples of how this period of change can be navigated successfully.
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Benedict Dunkelberg,  
Managing Director of  
STC Schwab Technologie- 
Center GmbH
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“As a senior manager, I would face the same pressures at 
any other company. And our family business has given me 
every opportunity I’ve ever wanted.” 

Nonetheless, she hopes to receive some support from the 
state: “I’d like to see more kindergartens in rural areas that 
are also open during the holidays. And higher tax deduc-
tions for childcare costs.”

TWO COMPANIES UNDER ONE ROOF
HMB Quarzglas and SemiQuarz are owned by a newly 
founded holding company. Hartmut Büsche currently man-
ages HMB Quarzglas. His daughter is already a “Prokuris-
tin” (authorised representative) of the holding company 
and manages SemiQuartz. Over the next two to three 
years, she will take over HMB Quarzglas entirely. Her tip for 
a planned succession: “The owner should communicate 
clearly. The employees need to know that their support 
and willingness are needed. Without their acceptance, it 
will be unnecessarily difficult.”

STRONG EMOTIONS
Having built up HMB Quarzglas from nothing, the senior 
boss is finding it hard to let go. “I’m a guy who likes to get 
involved everywhere. When I’m no longer involved in the 
daily business, I still deal with strategic issues in the hold-
ing company.” Until the final handover, he intends to retain 
control over his legacy and the majority situation within the 
companies for the benefit of all family members — once 
again, with the help of the management consultancy. 

His advice for others? “Don’t try to do everything yourself, 
instead delegate a lot. This might make it easier to step 
down. And give yourself plenty of time. Ten years is noth-
ing if your successor is a family member.” (sk) //

hmb-quarzglas.de

As the boss and founder of HMB Quarzglas in Elmenhorst, 
Hartmut Büsche knew exactly what he wanted. In 2005, he 
made the decision to retire ten years later at the age of 60. 
In 2010 he was faced with a dilemma — should he invest 
in a new production hall? Büsche decided to go ahead 
in order to facilitate his later sale of the company and to 
ensure that his employees wouldn’t find themselves out of 
a job. Another reason was that his daughter, Ann-Dorothée 
Büsche, was interested in taking over the business. 

ONE FOR ALL
In 2012, his daughter became the Head of Sales at HMB 
Quarzglas. The plan was for her to gradually take charge of 
the entire company. However, just two years later she was 
managing the Bavarian quartz glass company SemiQuarz. 

So what happened? The owner of SemiQuarz, a close 
friend and business partner of the family, had to give up 
his company for personal reasons in 2013. The Büsche fam-
ily decided to buy the business and Ann-Dorothée Büsche 
was appointed Managing Director in 2014. 

A PRECISION LANDING AMONG PROFESSIONALS
Each side knew and trusted the other, so there was no 
need to haggle over the purchase price. Afterwards, how-
ever, things became difficult. “We all have our own man-
agement style and do things differently. There were a lot of 
emotions involved, including among the employees,” says 
Hartmut Büsche. Therefore, an experienced Kiel consultan-
cy firm was brought in to assist with the handover process 
and provide coaching, including on an emotional level. 

Büsche is convinced: “Without them, the purchase 
wouldn’t have happened. Such quick takeovers are defi-
nitely an exception.”

THE FAMILY STICKS TOGETHER
For mother-of-two Ann-Dorothée Büsche, the balancing 
act between the company and her private life is challeng-
ing. However, her family helps out whenever possible. In 
addition to the kindergarten and childminder, her mother  
and mother-in-law also look after the children. This means 
that the founder’s daughter, who herself studied interna-
tional business management, can work in an “open-ended” 
manner for two to three days a week and spend anoth-
er two or three days working at the company’s Munich 
branch. 

Planned handover
2020
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A CASE OF DOUBLE SUCCESSION
HOW ANN-DOROTHÉE BÜSCHE WILL SOON TAKE THE REINS  

AT TWO COMPANIES 

Corporate succession from 
father to daughter: Hartmut 
and Ann-Dorothée Büsche 

“WITHOUT THE EMPLOYEES’ ACCEPTANCE, 
IT WILL BE UNNECESSARILY DIFFICULT.”

The company founder’s daughter, Ann-Dorothée Büsche, on the need for clear communication  
between the workforce and management
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FASCINATING VENUES
The festival also provides extraordinary cinematic expe-
riences thanks to the diversity of its screening locations. 
Five years after the Green Screen Festival was established, 
the local cinema closed down. Since then, nature film fans 
have watched screenings on deckchairs at the Baltic Sea 
coast, in a sweet factory, a smokery museum, a gym, a 
gallery, in the council chamber, at the Baltic Sea info centre 
and in the town hall.

HIGH-PROFILE LEADERSHIP
Dirk Steffens is a TV presenter (“Terra X”) and a nature 
filmmaker who is extremely well connected in the world of 
film. He has directed the film festival, which also includes 
various special events, since 2016. Steffens has big ambi-
tions for the future: “I’m working on promoting the festival 
on all channels.” His plan seems to be working — 234 
films from 42 countries were submitted in 2017, and some 
30,000 visitors and 164 filmmakers from ten countries set 
a new attendance record. Steffens is convinced: “Green 
Screen’s significance will automatically grow if we keep on 
this path.”

A TOUCH OF HOLLYWOOD
The international nature of Green Screen is also shown by 
the festival’s linguistic diversity. The programme includes 
film productions in German, English, Faroese, Mongolian, 
Norwegian, Turkish and Ukrainian, some of which have 
English subtitles. The beach promenade in Eckernförde 
already contains a touch of Hollywood — its Walk of Fame 
shows the names of previous festival award winners, im-
mortalised in granite slabs. And with the growing success 
of Green Screen, it’s surely only a matter of time before the 
beach promenade will need to be extended... (sk) //

The green light from the floor lamps fades to darkness. 
Epic music rings out. The trailer for the 11th Green Screen 
Festival begins to play on the screen, presenting the stars 
of the five festival days in quick succession. The main roles 
have been filled by a high-profile cast. Among the stars 
featured will be hunted elephants, mysterious deep-sea 
creatures, breathtaking landscapes and fascinating natural 
phenomena. 

COMMITMENT TO NATURE
Around 100 films presented the beauty of nature at Green 
Screen 2017. However, they also covered species protec-
tion, environmental hazards and activists trying to protect 
flora and fauna from extinction — such as the rangers who 
drive quad bikes across the prairies in the badlands of 
South Dakota and spray insecticide into hundreds of prai-
rie dog burrows. They do this to protect the animals from 
fleas that transmit the plague, thereby saving them from 
certain death.

THE POWER OF PICTURES
“When animals and landscapes are shown perfectly 
using the right technology, it creates a sense of wonder. 
[...] However, it is now more important than ever to shed 
light on controversial issues and adopt an investigative 
approach,” explains director and science journalist Dirk 
Steffens. A good example is the Netflix production “The 
Ivory Game”. This visually stunning documentary covers the 
worldwide ivory smuggling trade and sets new standards 
for nature films. During the years of (partially undercover) 
research and filming, some of the film crews even placed 
themselves in mortal danger. Their dedication was worth 
it. “The Ivory Game” scooped the “Best Nature Film 2017” 
and “Best Post Production” awards as well as the “Green 
Report” for investigative journalism. In addition, the film 
has led China, the world’s largest market for elephant 
tusks, to ban the ivory trade from 1 January 2018.

30 31

Festival director Dirk Steffens 
likes to immerse himself in 
nature

BLOCKBUSTERS FOR  

NATURE FANS
Once a year, Eckernförde rolls out the green carpet and puts impressive natural spectacles 
from all over the world in the spotlight. Nature lovers, producers and renowned filmmakers 
descend on this Baltic Sea resort for the Green Screen Festival, Europe’s largest interna-
tional nature film festival.

greenscreen-festival.de

Three-time winner: 
Nature documentary “In the Grip  
of the Seasons (Arctic)” 
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ASK AND YOU SHALL 
RECEIVE
“For many start-ups, the key is surviving the 
recurring periods of financial drought.”

Dr. Annelie Tallig, project manager for start-up funding,  
Business Development and Technology Transfer Corporation  
of Schleswig-Holstein GmbH (WTSH) 

The movers and shakers in Germany’s True North are cer-
tainly not short of ideas. The rest of the picture is provided 
by a broad network of support services — from cheap office 
space and open high-tech workshops to free consultations 
and tailor-made financing. Success tends to be achieved by 
those who ask for help at an early stage.

“It was a rocky road, but it was worth it.” Entrepreneurs 
like Bastian Schütt are a source of inspiration for young 
start-ups. At the end of 2012, he and two colleagues found-
ed EyeSpec GmbH, which specialises in the development of 
optical inspection systems. Five years later, the 20-member 
team at Heide’s own laboratory serves customers all over 
the world.

Axel Schneider has a similar story to tell. His product is a 
test system that detects errors in used smartphones before 
they can be resold — it is device-independent, customis-
able and fully automatic. Between the first idea and the 
founding of the Flensburg-based company xixlab GmbH 
were four years and numerous consultancy and financing 
meetings. “It wouldn’t have been possible without the 
support we received,” says Schneider.

Support — this literally has many faces in the True North. 
Throughout the region, people are working in a wide 
range of different capacities to help start-ups succeed. 
One of them is Dr. Annelie Tallig, project manager for start-
up funding at the Business Development and Technology 

Transfer Corporation of Schleswig-Holstein GmbH (WTSH). 
“For many start-ups, the key is surviving the recurring peri-
ods of financial drought,” says Tallig. “During the pre-start-
up phase, for example, we check whether the business 
is eligible for a start-up grant. This gives young entrepre-
neurs a monthly cash injection of 1,600 euros for six to a 
maximum of twelve months. Anyone who succeeds in de-
veloping a promising business plan within this period has 
a good chance of receiving further support, for example 
in the form of equity capital from the Schleswig-Holstein 
II Seed and StartUp funds and/or by attracting an investor 
from the business angels network for Schleswig-Holstein.”

The funding for this start-up aid comes from the state of 
Schleswig-Holstein, the Investitionsbank Schleswig-Hol-
stein and MBG Mittelständischen Beteiligungsgesellschaft 
Schleswig-Holstein mbH. By the end of 2019, a total of one 
million euros will be available for the start-up grant. The 
Seed and StartUp Fund is expected to provide 12 million 
euros to help young movers and shakers become success-
ful entrepreneurs by 2020. 

It’s therefore hardly surprising that many entrepreneurs 
feel right at home up here. The start-up Schleswig-Holstein 
e. V., which was established in June 2017, should further 
increase this feel-good factor. Thirteen institutions and uni-
versities have joined forces to promote scientific research 
into start-ups, to facilitate better nationwide networking of 
the various players in these areas and to support entrepre-
neurship. (vb) //

10 start-up grants 
in 2017

www.seedfonds-sh.de
Information about the start-up grant in Schleswig- 
Holstein as well as the Schleswig-Holstein II Seed  
and StartUp fund

TAKTILESDESIGN

SURFACES 
WITH ADDED VALUE

interior surfaces.” Another area that Sylvia Goldbach ad-
dresses with her portfolio, which is unique in the German 
and European markets, includes manufacturers in the field 
of furniture and interior design. For example, the slip or 
scratch-resistance of a floor covering and the sensual feed-
back when touching a furniture fabric depend to a  
significant extent on the texturing of the item’s surface.

“I worked in the field of surface design for ten years, close-
ly observing 3D printing processes, and in 2015 I made a 
conscious decision to become self-employed,” says the 
graduate designer. In 2011, she moved with her family from 
southern Germany to the True North. In early 2016, she 
established Taktilesdesign in Pansdorf near Lübeck. For 
the time being, her main place of work remains the family 
home, as this is the best way to reconcile the demands of 
her career and family life. Sylvia Goldbach’s work space is 
a mixture of workshop and office; it houses several large 
computer screens as well as a workbench and carving 
tools. “I trained as a wood sculptor and earned a degree 
as a designer. Together with my previous work experience 
and my passion for innovative technologies, I can now 
combine these skills to great effect.” 

The Ostholstein district supported her with a start-up 
grant, and a volunteer consultant from a mentor network 
provided support. Sylvia Goldbach now has more orders 
than she can handle alone. “I’m currently building a team 
and looking for an office in Lübeck.” She sees further 
growth opportunities, especially in additive manufactur-
ing: “This is just the beginning.” (sas) //

taktilesdesign.de

Sylvia Goldbach, founder  
of Taktilesdesign

How is the leather pattern applied to the plastic surfaces 
in the cockpit of a car? How is a pattern of furrows and 
pimples created on a shoe sole? Sylvia Goldbach knows 
the answers. 

The founder of Taktilesdesign is one of only a few special-
ists who design such surfaces for the automotive industry 
(for example) and also supply the technical data required 
for the respective application. In industry parlance, this 
process is called “texturing”. “Textures can be created on 
an enormous range of components,” explains Sylvia Gold-
bach. Through her start-up, the 45-year-old serves a niche 
market that has begun growing dynamically thanks to the 
increasing use of additive processes (more commonly 
known as 3D printing) in addition to the usual processes, 
which are based on laser technology. 

As well as the material’s appearance, its functional prop-
erties can also be specifically influenced via the surface 
design, such as the flow velocity of liquids, gas or air. “This 
is very exciting for the automotive industry, and also for 
plant, tool and mould makers,” says Sylvia Goldbach. “Par-
ticularly since additive technology has made it possible to 
print the texture directly in one production step, even for 

The perfect illusion: 
surface design from the 
3D printer
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The term “business angels” entered the German lexicon in the 1990s. These experienced entrepreneurs provide knowl-
edge and capital to support young start-ups. There are also numerous business angels in Schleswig-Holstein, however 
to date they have barely appeared on the radar of capital-seeking start-ups and have therefore proved difficult to access. 
One such business angel in the True North is Ulrik Ortiz Rasmussen, founder and managing director of Flensburger r2p 
GmbH. He and other private investors are helping the Business Development and Technology Transfer Corporation of 
Schleswig-Holstein GmbH (WTSH) to build a network of business angels for the state’s growing start-up scene.

ing on for months to the market. This 
is a very common stumbling block. 
Another big mistake is not concluding 
contracts with partners or investors. 
I support the founders by explaining 
my experiences and providing advice 
about these issues. (ah) //

“Businessland”: Mr Rasmussen, 
 what motivates you to work with 
young entrepreneurs? 

Rasmussen: When you visit a start-up 
centre, you find a very special spirit 
there. You feel an incredible sense 
of optimism, a belief in the good in 
the world, courage, commitment and 
a wonderful sense of naivety. Most 
entrepreneurs are very interesting 
and yet totally unique people who 
have one thing in common — a belief 
in great ideas. I want to support them 
to help make these ideas successful. 
In addition, life has been very good 
to me. Despite many major setbacks 
along the way, as an entrepreneur I 
experienced far more successes than 
failures. I am extremely grateful for 
that and would like to pass on my ex-
periences — and also to spare others 
from making the same mistakes. 

“Businessland”: What kind of  
mistakes? 

Rasmussen: I began implementing 
my own projects at a very early age. 
Even during my apprenticeship as a 
retail salesman, I was managing an ice 
cream shop in Sonderburg. Later I be-
came self-employed in Germany with 
a sportswear business and a taxi com-
pany. I then established a business 
that supplied monitoring systems for 
buses before founding r2p in 2009. 
Along the way, I’ve tackled many 
areas without having the necessary 
background knowledge. As a result, I 
ran out of money several times, which 
is of course fatal for a start-up. I only 
acquired the necessary theoretical 
knowledge later on. I don’t regret 
being an entrepreneur and would 

decide on this course over and over 
again. I would, however, do things in 
a different order. 

“Businessland”: What support  
did you receive as an entrepreneur 
yourself? 

Rasmussen: At the time, I was too 
stubborn to ask for help. In addition, 
entrepreneurship was not as common 
as it is today. Looking back, I realise 
that I could have avoided most of 
my setbacks by seeking advice from 
experienced entrepreneurs.

“Businessland”: What are the hall-
marks of a good entrepreneur? 

Rasmussen: It all comes down to your 
personality and having the absolute 
will to make your idea successful. 
Perseverance, a realistic view of things 
and a sensible approach to money 
are equally important. I also place 
great importance on honesty among 
“my entrepreneurs”. 

“Businessland”: In your experience, 
where is help most needed? 

Rasmussen: Many entrepreneurs have 
great ideas, but encounter specific 
problems during their implementa-
tion. Often, the wrong priorities are 
also set. For example, I often see start-
ups that don’t yet have a product, but 
spend a lot of money presenting their 
ideas at trade fairs. The risk is that 
potential customers may lose interest 
unless a marketable product follows 
quickly. Many entrepreneurs are also 
deeply afraid of the “moment of 
truth”, i.e. the point at which they have 
to present what they’ve been work-
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A BUSINESS ANGEL  
FOR ENTREPRENEURS
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“IT ALL COMES DOWN TO  
YOUR PERSONALITY.”

Business angel Ulrik Ortiz Rasmussen on the key success factors when starting a business

Ulrik Ortiz Rasmussen is 
happy to share his exper-
tise with today’s young 
movers and shakers

In order to support  
entrepreneurs in Schleswig- 
Holstein, the WTSH aims to  
establish a business angel 
network by 2021.  
 
Contact: 
Dr. Annelie Tallig,  
project manager for start-up 
funding at WTSH
tallig@wtsh.de
Tel: 0431 66666 848

The network is being funded  
by the state of Schleswig-Holstein 
via the “Innovation-oriented start-up 
network Schleswig-Holstein” project, 
from which StartUp Schleswig- 
Holstein e. V. emerged in June 2017.

“Businessland” 
interview
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Scarcely 24 hours after presenting their innovative plant 
light on an online home design platform in the spring of 
2016, they began receiving a flood of enquiries from the 
web. Design and interior lovers from many different coun-
tries wanted to learn more about the world’s first lamp with 
an integrated green plant. 

“An Australian blogger had discovered our plant lamp 
on the net and written about it,” explains Emilia Lucht. 
Enquiries from magazines and TV channels followed. The 
wave does not seem to have reached its peak yet: “We 
now have thousands of reservations and want to start 
selling an initial, limited series via direct sales soon.” The 
patent process is underway and the certificates required 
for entering the European market have been applied for. 
All technical challenges have been solved in collaboration 
with suppliers and partners.

 NUI STUDIO

LET THERE BE LIGHT

The lamp with the Danish name (“Mygdal”) promises 
to bring light and natural greenery into otherwise dark 
rooms — and with almost zero maintenance. “The technical 
innovation lies, among other things, in the development of 
a special LED light, which replaces the sun for the plants 
and is also pleasant for humans,” explains Arne Sebrantke 
(32), who, like Emila Lucht, studied industrial design at 
Muthesius University of Fine Arts and Design in Kiel. The 
third member of the trio is Jonas Thiesfeld (31), who takes 
care of the business side. 

Mygdal certainly has what it takes to become a classic de-
sign — each lamp consists of a hand-blown, wrap-around 
glass body. The plant is placed on granulate soil in the 
centre and the glass shade is hermetically sealed — water-
ing is unnecessary because the moisture cannot escape. 
The plant produces oxygen under the LED lighting, and 
later consumes this when in the dark. It grows very slowly 
and therefore seldom requires pruning. 

“The development process took a long time, we are doing 
real pioneering work,” says Arne Sebrantke. The state of 
Schleswig-Holstein supported the trio during this phase 
with a start-up grant. The founders see long-term market 
potential for their product worldwide, for example in lux-
ury hotel complexes. And who knows where the wave will 
ultimately carry them? (sas) //

nui-studio.com

Arne Sebrantke (from left), Emilia Lucht and Jonas 
Thiesfeld have created a plant-based product that 
does not require green fingers

“It’s like a wave building up,” says Emilia Lucht, still looking  
a bit surprised. Fortunately, as dyed-in-the-wool Schleswig- 
Holsteiners, the 32-year-old industrial designer and her two 
co-founders of Nui Studio, which is based in Bissee near 
Kiel, know all about dealing with waves. 

The software created by Kiel-based start-up Sonoware 
amplifies speech in noisy environments. Initial projects to 
ready it for use in cars and operating theatres are already  
in progress. 

It’s a familiar problem — as the car goes faster, its interi-
or becomes ever noisier. If the driver then speaks while 
facing the windscreen, his or her voice is barely audible 
in the back seats. Christian Lüke, co-founder of Sonoware, 
turns a small wheel on a remote control. Immediately, the 
conversation inside the demonstration car gets louder. 
“Microphones in the seats pick up speech and sounds, 
our software identifies the voice parts and amplifies them 
through the car’s speakers,” he explains. 

Sonoware has solved two problems here — annoying 
echoes are avoided by ensuring that the voice playback 
over the in-car communication (ICC) system occurs within 
just 15 milliseconds. The software also prevents feedback 
in confined spaces.

Christian Lüke, Jochen Withopf, Stephan Senkbeil and 
Merikan Koyun met in the Digital Signal Processing and 
Systems Theory working group led by Prof. Gerhard 
Schmidt at Kiel University (CAU). Initial collaborations with 
industry quickly showed that their software solution is both 
innovative and competitive. The Centre for Entrepreneur-
ship (ZfE) and the Business Development and Technology 
Transfer Corporation of Schleswig-Holstein GmbH (WTSH) 
assisted the four entrepreneurs with their application for 
funding from the German Federal Government’s EXIST 
research transfer programme (exist.de). “That was a lot of 
work and we were only successful at the second attempt, 
which included extensive patent analysis,” says Senkbeil. 
“Thanks to WTSH’s support, we were finally able to ex-
plain very clearly which patents already existed and why 
they don’t affect our product.” The company then had to 
be established faster than expected due to a request for 
an initial demo series by an American automotive supplier. 
Senkbeil smiles: “By jumping straight in at the deep end 
we learned what customers expect and what functionality 
was still missing from our product.” Today, the start-up is 
self-financing and is able to adapt its software in the man-
ner of a modular system. All microphones and speakers 

SONOWARE

OPTIMUM CONVER-
SATION ACOUSTICS 
AT THE TOUCH OF A 
BUTTON

Ready to talk:  
Christian Lüke (from left),  
Merikan Koyun,  
Jochen Withopf and  
Stephan Senkbeil

can be configured separately via a user interface. “For car 
manufacturers, this is important because they want to de-
termine the sound of their vehicles themselves,” explains 
Koyun.

They have already begun developing their product further 
and have made it suitable for use in operating theatres via 
a demo project. “The acoustics in tiled rooms are different 
and the participants in the conversation and potential 
sources of interference are constantly moving around,” 
says Withopf. Senkbeil appears relaxed: “We have good 
contacts and are receiving a lot of interest from the audio 
engineers of potential customers. In order to implement 
even some of the initiated projects, we will even need 
further support, especially in the area of software program-
ming.” (br) //

sonoware.de
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“You simply have to try it,”  
agrees Dr. Bernd Buchholz,  
Minister of Economic Affairs, 
Transport, Employment,  
Technology and Tourism

first partners with ice cream as well as its own freezer cab-
inets, which are currently in short supply. “We have always 
clawed our way forwards from bottleneck to bottleneck — 
first our warehouse was too small, then the machines and 
finally the freezer chests, but we want to grow organically, 
to do only what is possible,” explains Simonovsky. 

The start-up, which moved into new, larger premises in 
mid-2017, currently employs two permanent workers as 
well as temporary staff as required. In the True North, it is 
the stalwart varieties which dispense with the “bells and 
whistles” that are the most popular. However, Packeis also 
shows its exotic side via custom creations for special occa-
sions and events. “That’s how we make money outside the 
actual ice-cream season,” explains Simonovsky. Packeis can 
also be delivered to the customer’s door via the Lieferello 
online platform, and has recently found its way into the 
freezer compartments of major Kiel supermarkets.“Coop 
and Famila approached us in quick succession. We now 
have the capacity to deliver,” says Simonovsky. To learn 
more about how to make partnerships of this kind work, he 
talked to the entrepreneurs behind the Fischbar restaurant 
and Lillebräu start-ups. “As a group we simply have a good 
chemistry,” he says. The three start-ups have twice repre-
sented their state at the official celebrations for the Day of 
German Unity. “In Schles wig-Holstein, the atmosphere is 
conducive to establishing companies,” says Simonovsky. 
“With great ideas and hard work you can achieve some-
thing truly special. In Ger many’s True North, people help 
each other and celebrate the success of others.” As to his 
goals for 2018: “Between Flensburg and Hamburg and 
from coast to coast, everyone should be able to pick up 
their favourite variety of Packeis.” (br) //

packeiskiel.de

PACKEIS KIEL

HOW A SCOOP  
OF ICE CREAM  
ACQUIRED A STICK

Two former carpenters from Kiel are now making ice  
cream — and with great success. Last year their start-up, 
called Packeis, sold around 1,000 units of ice cream 
per week via catering and retail outlets.

Packeis ice cream has a delicious strawberry aroma. 
“Our strawberry variety contains only strawberries and 
sugar,” confirms Viktor Simonovsky. The customers that 
co-founder Claudio Ferraro hoped to serve wanted natural 
ingredients, whenever possible sourced locally, with no 
artificial additives. He has managed the ice cream factory 
in Kiel-Schilksee for several years. “In 2013, we sat down 
together and decided that each scoop needed a stick —  
so it could be picked up and become a real alternative to 
the big names in the industry,” recalls Simonovsky. The 
company’s name and logo were quickly chosen. For a long 
time, they experimented in their ice cream parlour’s small 
kitchen until the creamy mass became firm ice cream on 
a stick and the chocolate pieces in their stracciatella no 
longer sank to the bottom during freezing. In 2014, the first 
Packeis flavour was a hit with holidaymakers and kiosk/res-
taurant owners alike during the Strande promenade car-
nival. Within a year, the start-up was already supplying its 

Ice cool connoisseur: 
Viktor Simonovsky of  
Packeis Kiel
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